The development of sharia banks in Indonesia is quite good in general, but many people's perception of a sharia bank is still negative, and public participation and awareness are still low. This fact may be as a result of public confidence in sharia banks still being low, customer attitudes toward product service being still negative, the cost being relatively high and contribution to profit-sharing still being low. The results of previous empirical studies also showed that community loyalty to Islamic banks is still low compared with conventional banks. Many studies have been conducted by previous researchers in the field of both banking and non-banking sectors as to why customers have switching behavior. In addition, there is a gap between the results of research quality of service to customer loyalty. Based on the phenomenon, problems, and previous empirical studies, the researchers seek to build a research concept framework about customers' switching intention in the sharia banking industry in Malang. The purpose of this study is to confirm the factors that affect customers in the intention of switching to a conventional bank. The unit of analysis in this study is respondents (customers) who have not made a move or customers who are still active in Islamic banks.
Introduction
The development and market of sharia banking is one of the most powerful sectors of the overall banking market in the world today (Islam, 2008) . In some Asian countries it has increased the system of sharia business/banking globally. Idat (Republika Newsroom, 2018) mentions that there are currently over 300 sharia financial institutions in more than 75 countries and asset management of 700-1000 million US dollars. Furthermore, Thomas (Republika OnLine, 2018), states that sharia has become an alternative choice in various countries, ranging from Sweden to Australia. In fact, a number of countries in Asia already have an active sharia financial industry, such as in Indonesia, Singapore, Malaysia, Hong Kong and China. ICOI-2018 Increasingly fierce competition in the banking industry (as well as sharia banking) is required to make positive improvements and always strive to provide the best service to its customers. Kotler and Keller (2009) state that customers demand high quality service and more convenience. Banking, as one of the financial services sectors, has very big role in supporting a nation's development, providing job opportunities and economic growth of a country (Beck & Levine, 2000; Antonio, 2001) . This sector also contributes to 4% of GDP (Daily Indonesia Investor Media, 28 March 2016), and also takes the role of collecting funds and channeling credit to the public (Cashmere, 2014).
When viewed from the population, Indonesia has the potential of a very large sharia banking market. But, in reality, the development and use of Islamic banking by the Islamic community in particular is still low. In 2010, the market share of sharia banking in Indonesia was only 3%, while Malaysia had reached 20% (Yogyakarta Republika OnLine, 2018). The results of research in Jakarta showed that only 7% used sharia banks, compared to 93% using conventional (Infobanknews, 2008) . In addition, the study conducted by Yusuf (2006) in six major cities in Indonesia (Medan, Bandung, Semarang, Jakarta, Makasar and Surabaya) also supports the aforementioned study, that of the 23% who use a sharia bank only 20% are loyal, while 33% of respondents use conventional banking and the remaining 44% use both. This situation shows that The low participation and public awareness of sharia banking possibly causes consumers or customers' intention to switch to conventional banks. According to Clemes et al. (2010) switching behavior is the behavior of customers leaving one service provider to move to another service provider. The behavior of customer shifting has been widely studied in areas such as banking (Clemes, Gan, & Zhang, 2010) , brand switching (Al-Kwifi et al., 2014), online shopping (Ahmed, 2015) and airlines ( Jung, 2017) . Keaveney and Parthasarathy (2001) reveal that certain customers will have a greater tendency to switch and ignore service failures. Likewise, You and Loh (2006) assert that outgoing and moving behavior occurs after product failure.
The consequences of customer switching will have an impact on market share, firm position and profit to be gained (Colgate et al., 2001; Manrai et al., 2007) . Based on the aforementioned view, it can be concluded that switching behavior is a certain condition that results in customers switching to other service providers in similar products or services. ICOI-2018 In connection with switching behavior, there are many influencing factors, such as service encounter failure, pricing, electronic banking failure, service recovery failure, core service failure and inconvenience ( (2000) argue that, to obtain customer loyalty, the main factor to note is trust. Furthermore, Zineldin (1995) proves that as many as 98% of the industry studied assume that trust and confidence are essential for bank selection. Likewise, Harris and Goode (2004) stated that trust is a key factor in supporting customer loyalty. In addition, trust will be the factor that determines the success or failure of a business (Shalhaib, 2006) . Based on the problem, the phenomenon and the gap of previous empirical studies, this study aims to confirm the factors that affect customers for the switching intention to a conventional bank. Relationships between variables will be established in a concept framework of research models.
Theoretical Framework and Hypothesis

Service quality
Service quality has been seen as a meaningful issue in banking institutions, as improving quality is the most notable way to grow a business, expand markets and gain consider service providers to be less innovative, they tend to switch to other providers.
They also said that the perception of innovation is important as the perception of service quality positively influences consumer intention to purchase more additional services without having to switch services.
Customer satisfaction
In the marketing literature, one of the key elements of market success is customer satisfaction (Chaopraseit & Elsey, 2004; Mostaghel, 2005). Customer satisfaction is the expectation of every service provider, especially the banking sector, by giving customer satisfaction as expected by the customer; hence, there is no reason for customers to leave the bank which has been chosen and they will be more loyal.
Understanding of satisfaction is the desired product performance in accordance with expectations (Kotler & Keller, 2009). Solomon (1996) states that customer satisfaction is a person's feelings of pleasure or disappointment regarding the product and service after use. Chakravarty (2004) and Kasmir (2012) explained that the main objective of marketing is to build and retain customers so as to profit as much as possible; one way ICOI-2018 to do this is by giving satisfaction to customers, because customer satisfaction is very valuable in banking. Further, Kasmir (2012) said that the benefits of satisfaction include:
1.Interaction with customers to be harmonious and generate loyalty; 2. Establishing positive word of mouth; 3. Better corporate reputation and increased profits. 
Successful cooperation between customer satisfaction and loyalty in various busi
Customer loyalty
Since the financial crisis in 1997, the development of banking institutions in Indonesia has changed very rapidly, namely no longer every year, but every month. This situation also applies to the development of sharia banking. This change will create a tight competition among banking institutions in Indonesia in increasing their business activ- H2: The lower the level of satisfaction, trust and customer loyalty, the higher will be the customers' intention to switch.
Switching intention
H3: The stronger the customer loyalty is mediated by customer satisfaction and trust, the lower the customer's intention to switch.
